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In the December issue of Images Retail, we have focused on the
Southern India’s market scenario, key regional retail brands, retail
real estate industry and emerging growth centres of the region.
This special issue is getting released at equally special South India
Retail Summit (SIRS), which will be held on December 10, 2015 at
ITC Gardenia, Bangalore. SIRS is the ﬁrst-of-its-kind regional retail
event in the South India region presented by India Retail Forum
(IRF), to empower the region with retail knowledge, explore
bigger and better future opportunities, align with the national
vision and provide a platform for all stakeholders in the South
Indian Retail to learn, share and evolve with the masters in the
business. This one-day forum, where the who’s who of the retail
industry will come together, is an important regional knowledge
platform for discussions on key issues facing the retail fraternity
and exchanging best practices within the industry.
Along with the December issue, we are releasing a special
supplement for which Images Group has joined hands with TRRAIN
and together we have come up with this special supplement,
which is dedicated to the day, which is very signiﬁcant for anyone
associated with the retail industry ‘ Retail Employees’ Day’. This
supplement is to showcase the event and encourage the whole retail
fraternity to join hands and celebrate this day with aplomb.
The retail fraternity has started celebrating 12th of December
as Retail Employees’ Day to thank the retail associates for all
the untiring effort they put through the year. This initiative
is conceptualized by TRRAIN (Trust for Retailers and Retail
Associates of India). Since its inception in 2011, it has become
popular with all the retailers.
With this, we hope that you will ﬁnd the December 2015 issue
of IMAGES Retail both useful and educative.
On this note, I wish all my dear friends of retail fraternity a very
happy and prosperous year ahead.

Amitabh Taneja
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HEADED FOR A
COOLER FUTURE
As India wastes 40 per cent
of its produce before it
reaches the shelf, the time
is ripe for a revolution in
food collection, storage and
distribution in this country.
To take advantage of it,
downstream retail and CPG
companies will need to
work a little differently and
build new capabilities
By Alagu Balaraman
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A

fter Independence,
successive Indian
governments placed
a premium on food
security. At a time when
private capital was
restricted, the government invested
in everything from universities to
promote agricultural technology to
roads and warehouses. It was an
important area and was given due
importance. However, execution has
not been a strong point for successive
Indian governments and, like medical
services and education, food product
transportation and storage has been
a shambles with poor effectiveness to
show for.
The waste of fresh produce in India
is the stuff of legend. The amount of
food lost each year is unbelievable.
When the total loss of grains, fruits
and vegetables is added up, the
sum comes to around `44,000 crore

a year. To put this in perspective,
consider a Planning Commission
document on the 10th 5-Year Plan.
The Commission estimated that the
value of commodities distributed
through the entire PDS system of
nearly 500,000 ration shops is only Rs
30,000 crore. Consider the human cost
of the wastage of food that is grown
using petrochemical fertilisers and
invaluable water. It is well known and
widely publicised that most of this
loss is caused by the lack of proper
storage and transportation facilities.
Times are changing. From a
period when everyone looked to the
government to make an impact, we
are seeing private entrepreneurs of all
sizes and shapes step in and provide
basic services. By and large, it has
been a good shift for the country.
People lead much better lives as the
government has stepped back from
providing commercially viable services

Plans on the capital front
The National Centre for Cold Chain
Development (NCCD) was set up
by the government in 2012. The
government itself is investing USD
15 billion in facilities over the next 5
years. Further, it is promoting private
investments in this sector and has
cleared it for 100 per cent FDI. A further
100 per cent capital depreciation rate
will help kick start investments.

to the private sector and focused on
regulating these services. Companies
are growing and generating jobs on
a phenomenal scale in industries like
telecom, healthcare, express delivery
and private security.
Similarly, given that the size of the
opportunity is so large, it is clear that
improvements in food procurement,
transportation and storage will
happen. It is also clear that this will
necessarily cover products requiring
temperature control and so will
involve cold chains.
Current state and plans
The cold chain industry in India is
highly fragmented, with over 3,500
companies of various sizes operating
in this space. To use a quintessentially
Indian term, “organised” players
account for only 10 per cent of this
number. Most of the capacity is
concentrated in UP, West Bengal,
Gujarat and Punjab. Given its proﬁle,
the investments in cold chain have
been somewhat unplanned and
somewhat skewed based on local
knowledge and preferences. For
example, about 75 per cent of the
storage facilities are only suitable to
store fresh vegetables and fruits, with

temperature requirements in the range
of 0° to 10° C. There is a similar skew
in the refrigerated truck population,
with 80 per cent of refrigerated
vehicles being used to transport milk.
Since
Sin both the farm end and retail
end have been fragmented for a long
time,
time it is not surprising that we have
such unplanned, and unreliable, cold
chain
chai facilities. With the growing
sophistication
of retail and an
soph
increasingly
sophisticated consumer,
inc
the
th pull from the downstream
supply chain will increase. This
will be in terms of product
range, freshness and reliability
of supply. In order to meet
these requirements, the sector
will
w have to undergo a veritable
transformation.
In doing so, it
tra
will face three challenges – capital,
operating
costs and talent.
oper

With the growing sophistication of retail and an
increasingly sophisticated consumer, the pull
from the downstream supply chain
will increase.

Operating costs will be higher
Because of the power situation
and the inherently more complex
maintenance requirements of a cold
chain infrastructure. This infrastructure
will include temperature-controlled
warehouses and refrigerated trucks.
The power shortages that rural India
and small towns face can be crippling.
Like in telecom towers, the need
for back-up generators will drive up
operational costs. Similarly, servicing
the refrigeration units in warehouses
and trucks will require expenditure.
This will have to be at the levels needed
to support service networks across
the company. All this will involve cost
structures higher than what traditional
providers of warehousing space are
accustomed to dealing with.
Need for skilled technicians
About 10 to 15 years ago, when
warehouses started using computer
systems to handle inventory records
and invoicing, there was a challenge
in getting computer operators to
remote locations. Now, we will
face the challenge of getting trained
technicians to maintain equipment
across the length and breadth of the
country. Even drivers of refrigerated
trucks require special training.
While these challenges are
not small, they are inherently
commercially viable. The pricing of
fresh produce and the elimination of
waste will more than offset the higher
cost involved. Consider this: if we can
run rural BPOs at world class levels in
small towns, this problem too will get
solved. In doing so, we will generate
new businesses and jobs in areas that
need them.
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Southern region of India comprise of ﬁve States of Andhra
Pradesh, Telangana, Karnataka, Kerala and Tamil Nadu
and three Union Territories of Puducherry, Andaman
& Nicobar and Lakshadweep islands with combined
population of 252 million persons. The population has
been growing at a CAGR of 1.2 per cent since 2001 with 41
per cent of this population being urbanised. The region’s
geographical area is 6.4 lakh sq km with population
density of 393 persons per sq km. The regional literacy
rate is close to 69 per cent. The region has 110 cities and
towns with minimum population of one lakh.

T

hough the region is
largely spread over
Indian peninsula towards
south it has scattered
presence in the adjoining
oceans on south-east
and south-west sides in the form of
Lakshadweep and Andaman islands
as well. Since these islands have
negligible share in country’s modern
retail landscape, their inclusion in
analysis of the region was not thought
of to serve any signiﬁcant purpose
hence their exclusion in this report.
Similarly Telangana was also born
as another new state out of Andhra
Pradesh last year only and is in the
process of developing its separate
identity in terms of demographics,
consumption, retail, infrastructure,
administrative and key aspects,
therefore analysis of Andhra Pradesh
and its contribution in modern retail
has been mentioned as singular entity
with inclusion of Telangana.

Source: Census 2011

Signiﬁcance of the Region
The region is in stark contrast
culturally, traditionally and historically

At the same time region’s strong
demography offers formidable
contribution to India’s economy and
retail sector. The region of south India
is very signiﬁcant in India’s overall
development. It has been contributing
consistently to country’s overall
evolution and development.

to northern region of the country.
Region’s history has been a parallel to
history of northern region. The great
empires of the north have been mostly
found wanting to capture southern
territories during their reigning period
but failing on most of the occasions.
This allowed the region to develop its
own heritage and identity which is as
vibrant and complex as rest of India.
The topmost achievment of the
region can be seen in its literacy rate
(69 per cent) and sex ratio of 999
females per 1,000 males which are
highest in the country. These two
aspects convey strong foundations of
ever-growing development on human
resource and welfare front. In addition
the region hosts three metro-cities of
Bengaluru, Chennai and Hyderabad
with populations of more than 4
million people each. Not only that
‘Silicon Valley’ status of Bengaluru
and Hyderabad adds more value to
the region’s signiﬁcant contribution
in nation’s overall IT infrastructure.
The sector has been one of the key
areas in India’s emergence as IT
powerhouse on world stage.

Demographics
The region of south India occupies
one-ﬁfth of country’s total
geographical area hosting equally
large share of total population in
India. Among country’s total urban
population the region contributes
28 per cent share which is second
only to north India. The region has
very compact household size of 4.2,
lowest of all regions against country’s
household size of 4.9 for the reason
that 47 per cent of its households
have 3 to 4 members in the family. It
has least share of families with 6 or
more members of all regions.
Economy
The region contributed 21.1 per
cent share to India’s total GDP
during 2014-15 with Tamil Nadu
contributing highest with 7.9 per
cent share from the region. Region’s
combined GSDP (excluding UT’s) of
US $ 431.36 billion in 2014-15 has
grown by 11.6 per cent over previous
year. The region has annual per
capita GSDP of US $ 1,712 as against
national annual per capita GDP of US
$ 1,686. The strong GSDP proﬁle of
the region is the result of large urban
segment, strong manufacturing & IT
sector, industries based on marine
activities, agriculture and exports.

States / Union
Territories

Population
2011

Male
Population

Female
Population

Rural
Population

Urban
Population

Andaman & Nicobar

379,944

202,330

177,614

244,411

135,533

Andhra Pradesh

84,665,533

42,509,881

42,155,652

56,311,788

Karnataka

61,130,704

31,057,742

30,072,962

37,552,529

Kerala

33,387,677

16,021,290

17,366,387

Lakshadweep

64,429

33,106

31,323

Male
Literacy%

Female
Literacy%

90.11

81.84

28,353,745

75.56

59.74

23,578,175

82.85

68.13

17,455,506

15,932,171

96.02

91.98

14,121

50,308

96.11

88.25

Puducherry

1,244,464

610,485

633,979

394,341

850,123

92.12

81.22

Tamil Nadu

72,138,958

36,158,871

35,980,087

37,189,229

34,949,729

86.81

73.86

Total South India

253,011,709

126,593,705

126,418,004

149,161,925

103,849,784

74.52

63.36
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The Indian Gems and jewellery market is robust. With a market
size estimated in the region to be around of `3 lakhs crore per
annum. The sector is the second highest employer after the IT
industry. It employs roughly 2.5 million people and contributes
about 7 per cent of India’s GDP. India is the largest consumer of
gold in the world. It is also the largest exporter for diamonds.
According to the GJEPC 9 out of 10 diamonds in the world are
cut and polished in India.

JEWELLERY

RETAILING
IN INDIA
By Anil Prabhakar

T

he jewellery retail
landscape has changed
dramatically over the past
15 years, and the numbers
of stores selling diamond
jewellery have grown
much faster than the average growth
in all jewellery retail doors. Small
family run independent jewellers
dominate the retail space. The small
proportion of national and regional
chain stores, however, contribute a
disproportionately high share of total
sales value of diamond jewellery.
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According to Sunil Nayak,Chief
Executive Ofﬁcer, Reliance Jewels,
”Local players rely on word-of-mouth
marketing, at-your-doorstep services
and family relations over generations
whereas modern retail chains cover
larger areas, market themselves
better with integrated campaigns and
reach out to a larger consumer base.
While local players reach out only to
customers in a particular area or city,
brand retail chains can reach out to
customers throughout the nation with
multiple outlets across different cities.

For example today Reliance Jewels
is present in 38 cities with over 54
showrooms across the country.”
Further adding, Nayak, said, “Local
players comparatively have a limited
collection of Jewellery whereas
brands and retail chains have an
advantage of offering wide range
of collection for every celebration,
festival and occasion. A person
purchasing Jewellery in a Reliance
Jewels showroom in Tirupati can
buy a beautiful Kundan or Jadau
necklace, which hails from Gujarat

and Rajasthan region from western
and north India.”
Sanjay Kothari, Vice Chairman
– KGK group, says, “Northern and
Western India with states like Punjab,
Delhi, Rajasthan, Haryana are heavier
on jewellery consumption. Jewellery
plays an important role because of
the pomp and show culture. Also,
their weddings are more elaborate as
compared to the simple South Indian
ceremonies.”
Taking this thought further, “India’s
jewelry industry is growing fast and
by the end of this year the industry
is projected to generate up to US$ 35
billion of revenue only from exports.
India is deemed to be the hub of the
global jewellery market because of its
low costs and availability of high-skilled
labour. Jewellery in India is not machine
made but mostly handmade. India is
the world’s largest cutting and polishing
centre for diamonds, with the cutting and
polishing industry being well supported
by government policies. Moreover, India
exports largest number of diamonds
available in the world, as per statistics
from the Gems and Jewellery Export
promotion Council (GJEPC). With the
demand in craftsmanship in jewellery on
rise there is an opportunity of increase
in size and scope of jewellery market.”
opines, Chandra Surana, Proprietor –
Bhurmal Rajmal Surana.
“The present Jewellery sector
plays a signiﬁcant role in the Indian
economy, contributing around 6-7 per
cent of the country’s GDP. One of the
fastest growing sectors it is being well
supported by government policies.
India is deemed to be the hub of the
global jewellery market because of its
low costs and availability of highskilled labour. India is the world’s
largest cutting and polishing centre
for diamonds, with the cutting and
polishing industry,” says, Rajesh
Tulsiani, co- founder Dwarkadas
Chandumal Jewellers.

report released by De Beers in 2015,
India’s market size for diamond
jewellery is pegged at `22,500 crore
per annum. India is shown an almost
uninterrupted growth in the last
20 years and it is the third largest
diamond market in the world after
US and China.
The Platinum jewellery market in
India is estimated to be `2500 crores.
The reduction in prices of Platinum (It
is cheaper than gold at the prevailing
prices), changing consumer preference
have buoyed the prospects for this
white metal.
THE SHARE OF DIAMOND
JEWELLERY DEMAND BY PRODUCT
TYPE IS AS FOLLOWS
1%
1%

1%
7%

18%

48%

24%

Rings
Nose rings
Ear rings
Necklace/Pendants
Bracelets
Bangles
Mangalsutra

Consumption Pattern:
According to Debeers, Northern region
is the largest consumer of diamonds and
diamond jewellery followed by South
and then west. According to World Gold
Council (WGC) estimates, South India is
the largest consumer of gold.
Gold jewellery Consumption pattern:
The fashion-wear segment currently has
8 to 10 per cent share but has gained
importance with the increase in demand
for diamond jewellery. The growth in
this segment is being driven by rising
income levels and the adoption and
promotion of western concepts such as
solitaire engagement rings.
The regular wear segment has
around 25 to 30 percent share of
the market. This segment includes
comparatively lower-value jewellery
and gem-based rings. The ceremonial
and bridal wear segment is the largest
segment, with 60 to 65 percent share.
Jewellery Retail :
Organized retailing in Indiais a big
business. According to BCG (Boston
Consulting Group)estimats the current
size of the market is `38 lakh crores and
is poised to double by the year 2020.
The retail revolution started
approximately a decade and a half
ago and has gained momentum since
then. It started with the large format
departmental stores and quickly spread
to branded single and multi-brand stores.

Market Size:
Out of the total market size of `3
lakhs crore, the largest contribution
comes from the gold jewellery
segment. According to the Insight
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